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Abstract 
Higher education is facing more challenges than ever, at a point when expectations are as higher as never, resources are getting 
harder to find and getting noticed on the educational market is one of the biggest issues. Within this framework, students have 
become the focus of higher education institutions in terms of developing higher education marketing strategies. Based on a 
secondary data analysis, the evolution of perceptions related to how students are perceived within universities was analysed and 
interpreted. Main findings show that from a passive player, the student has become an active player fully accountable for their 
learning outcomes. 
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1. Introduction 
Throughout the history of humankind, education, and especially higher education, was defined as the appropriate 
environment for knowledge transfer, research and development activities expansion, and for creating the adequate 
social structure for people’s progress as social beings. In the context of ever changing needs of the current society, this 
central purpose is getting harder to achieve by higher education institutions (HEIs) worldwide. The challenge that 
HEIs nowadays face as opposed to those of the past include: increased competition on the educational market due to 
a massive expansion in number and diversity of educational services providers (Moogan, 2011), major reduction of 
public financing especially within the higher education sector, increased pressure towards adapting the teaching-
learning process to the premises of the new generation as their learning instruments are more diverse than in the past, 
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and changes related to students’ approach toward learning. Within this framework, HEIs have a difficult decision to 
make: reinvent themselves or disappear (Knapp and Siegel, 2009).  
On their path to reinvention, HEIs most frequently turn to adopting a market perspective on their management style, 
a perspective that includes using and matching marketing philosophy and instruments to the specific features of the 
educational setting. The basis of such an approach relies on the students’ perspective and their relationship with their 
university considering that within the market orientation students are now perceived as customers and active players 
in establishing their learning path, as opposed to their rather passive role in the HEIs of the last century. Even though 
the topic of student-university relationship has been long tackled with in various research projects (Hill, 1995; Hill, 
Lomas and MacGregor, 2003; Moogan, 2011; Dean and Gibbs, 2015), very few attempts were conducted toward 
evaluating the perspective on students-university relationship evolution in time as it is approached and described in 
scientific materials released on this topic. This paper endeavours to point out precisely to this historic evolution on 
how students are perceived based on a corpus analysis of research papers on higher education. The basis of this research 
project relies on an extensive literature review aimed at pointing out major features of higher education system and 
characteristics of the student-as-customer approach, as a dominant perspective of the current HEIs management teams. 
2. Higher education framework 
Higher education has undergone major changes in the past centuries, moving from a highly exclusive service 
dedicated only to a truly small target market consisting of wealthiest people to a mass service granted to anyone willing 
to take on a student loan or sign in for competitions for scholarships covering tuition fees. Additionally to higher 
education massification, the student body’s structure has changed in the recent years as it is no longer filled by 18-21-
year-olds and studying solely full time with no other commitments (Ramsden, 2008). Harper and Quaye (2009) second 
this argument stating that contemporary cohorts of students at colleges and universities are different; the ways they 
experience and respond to our campuses are varied. Navarro, Iglesias and Torres (2005) add on this argument arguing 
that the traditional classification of a student – youths of around 20 years of age who, after finalizing their studies that 
provide access to the university, enroll in higher education studies and who are engaged full time in studying for a 
university degree – has changed, and among these students a much more varied classification has emerged. In addition 
to tackling with a wider diversity of students, HEIs are facing challenges from both external and internal stakeholders 
(Moogan, 2011) with whom they aim to develop responsive and proactive communication around the institution 
identity and values. The reasoning for extensive communication on higher education institutions is outlined by Nguyen 
and LeBlanc (2001), according to whom in educational services management, the concepts of institutional image and 
reputation are extensively used as positioning instruments to influence students’ choice of a HEI. Managing student’s 
decision-making process is particularly important since higher education is a temporal experience with no transfer of 
ownership until the very end of the process (after three or four years), when the student becomes a graduate and 
receives their certificate (Moogan, 2011). Thus, higher education is defined as the promise of a future benefit for which 
the exact advantages are unknown by students when making their choice, hence implying a very high perceived risk. 
Diminishing the perceived risk can be accomplished specifically through extensive communication-centered 
marketing strategies aimed at attracting suitable students and reduce perception according to which traditional 
university promotional tools offer inadequate, misleading and untrustworthy information to potential students 
(Petruzzellis and Romanazzi, 2010). 
When referring to recent developments and progress in higher education as it is perceived and managed, a shift 
towards quality assurance in its purest form can be observed as noted by Ramachandran (2010) who states that the 
role of marketing is to develop a mature market which is strong enough to demand quality higher education. Dean and 
Gibss (2015) identified five approaches for quality within higher education debate, as it follows: excellence, perfection, 
fitness for purpose, value for money and transformation. The same authors provide a different perspective on how 
higher education and quality are managed in nowadays universities: 
‘[…] expert activity is deemed inadequate by those who, in this epoch of managerialism and instrumentality, need 
a way to show “progress” to justify consistency and funding. This has led to a simulacrum of quality in the form 
of constructed antecedents of quality, measuring various functions that education can claim to influence in 
personal flourishing.’ 
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Beyond creating premises for true quality educational service, there is an increasing concern for engaging students 
as means to achieve superior learning outcomes. When referring to the link between students’ engagement and 
educational quality, Harper and Quaye (2009) argue that student engagement is a measure of institutional quality: the 
more engaged its students are in educationally purposeful activities, the better the institution. Student engagement is 
relevant and useful for universities outcomes as it constitutes the premise of students’ happiness. Shifting focus from 
students’ satisfaction to students’ happiness, Dean and Gibss (2015) argue for the need of identifying profound 
happiness as a goal for student development, rather than seeking only to satisfy their consumerised needs. The 
argument for doing so is also outlined by the same authors: ‘happier’ students are more content with how they engaged 
with the edifying experiences, while those who are ‘more satisfied’ seem to be more concerned with how things done 
to and for them were delivered, rather than in their engagement with the process. Delivering quality service, enhancing 
students’ engagement and searching for profound students’ happiness ought to help to focus the edifying mission of 
the university rather than its instrumental economic function and so keep it as a societal institution distinct (Dean and 
Gibss, 2015). 
3. The student-as-customer model 
Adopting the student-as-customer (SAC) model with higher education setting is defined as an attempt to increased 
accountability and modernisation of the academic life under the pressure of customer on higher education (Furedi, 
2011). The introduction of student fees acted as a catalyst for adopting a SAC model, leaving the higher education 
sector in a difficult position of trying to balance academic integrity with the requirements of students. (Moogan, 2011). 
Furthermore, this view is supported by Dean and Gibbs (2015), who believe that the introduction of tuition fees will 
force universities to act as ‘service providers’ and thus become responsive to students as per consumer requirements. 
Even though perceiving students as customers of education services is not a new practice for higher education, the 
concept of customer in the university environment is not clearly defined, which makes these institutions difficult to 
manage from a marketing point of view (Navarro, Iglesias and Torres, 2005).  
The SAC model is becoming a reality of the educational setting especially through increased focus put on 
evaluating students’ satisfaction with their experience within universities. From a general perspective, consumer 
satisfaction is a transaction-specific, short term, overall attitude (Athiyaman, 1997). When it comes to defining 
students’ satisfaction, Navarro, Iglesias and Torres (2005) refer to it as a short-term attitude that results from the 
evaluation of their experience with the education service received. The argument for evaluating students’ satisfaction 
is mentioned by Helgesen and Nesset (2007) who assert that by allocating resources to activities that have a lot to say 
for the students, the managers may increase the value offered so that student retention may be obtained. Students’ 
retention is an important target for universities management as student loyalty is supposed to be positively related to 
student satisfaction and to the performance of an educational institution, at least in the long run (Helgesen and Nesset, 
2007). Additionally, the theory of services marketing sets forth that a loyal student positively influences teaching 
quality through active participation and a committed behaviour (Navarro, Iglesias and Torres, 2005). Previous research 
has shown that there is a major difference between perceived quality and students’ satisfaction: perceived service 
quality is defined as an overall evaluation of the goodness or badness of a product or service (i.e. an attitude), while 
consumer satisfaction is similar to attitude, but it is short-term and results from an evaluation of a specific consumption 
experience. (Athiyaman, 1997). 
Moving from students’ satisfaction towards service quality, Dean and Gibbs (2005) express their worries that the 
SAC model: 
‘[…] has incorrectly led to a policy of educational consumerism seeking to satisfy tangible, identifiable external 
manifestations of a satisfying consumption experience. As a result, this is an experience that can be readily and 
often immediately evaluated by the consumers using their prior experience or in terms they are quickly taught to 
appropriate, of education’s entertainment value, potential employment benefits and the ambient quality of the 
university lecture theatre.’ 
Likewise, Furedi (2011), Maringe (2011) and Maringe and Gibbs (2009) argue that the SAC model might do more 
harm than good, given that the well-established perception within the business sector of the idea that ‘The client is 
always right’ might be easily transferred within the educational setting. Maringe (2011) argues that the customer 
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student inserts a distance in the educational process, while the student should be the active co-producer in the learning 
process, and not a passive consumer. 
4. Research methodology 
Using as a starting point the current knowledge status within the field of marketing higher education and the SAC 
model, a research project was developed aimed at determining potential focus shift in terms of perceptions on student 
– university interaction, as well as the preoccupation granted to marketing within the area of higher education as proven 
by research papers published in different periods of time. Therefore, three corpora where gathered from scientific 
papers published in three periods of time: before 1990, between 1990 and 2000, and after 2000. Each of these corpora 
included five articles and one book, all related to marketing higher education, student-university interaction and other 
relevant aspects to higher education and the SAC model. Five articles and one book to be included in the corpus for 
each period of time was considered suitable for creating a general view on how higher education was perceived, as 
well as a general view on using marketing within the educational field or evaluating students satisfaction as a 
consequence of treating students as customers. The papers included in each corpus are as it follows (papers inclusion 
in each corpus was based on convenience): 
 Before 1990 corpus (111,535 words):  Clotfelter, C., Rothschild, M., 1993. Studies of supply and demand in higher education;  Conant, J., Johnson Brown, J, Mokwa, M., 1985. Students are important consumers: assessing satisfaction in 
higher education context;  Hines, C., Cruickshank, D., Kennedy, J., 1985. Teacher clarity and its relationship to student achievement and 
satisfaction;  Kinnell, M., 1989. International marketing in UK higher education: some issues in relation to marketing 
educational programmes to overseas students;  Mandell, M., 1975. A forum for issues in advertising education;  Shim, S., Morgan, G., 1990. Predicting students’ attitudes and satisfactions: implications for strategic planning 
in higher education. 
 Between 1990 and 2000 corpus (114,811 words):  Joseph, M., Joseph, B., 1997. Service quality in education: a student perspective;  Joseph, M., Joseph, B., 1998. Identifying needs of potential students in tertiary education for strategy 
development;  LeBlanc, G., Nguyen, N., 1997. Searching for excellence in business education: an exploratory study of 
customer impressions of service quality;  McCollough, M., Gremler, D., 1999. Guaranteeing student satisfaction: an exercise in treating students as 
customers;  McMullen, M., Mauch, J., Donnorummo, B., (Eds.), 2000. The emerging markets in higher education: 
development and sustainability.  Rowley, J., 1996. Customer compatibility management: an alternative perspective on student-to-student 
support in higher education. 
 After 2000 corpus (135,606 words):  Douglas, J., McClelland, R., Davies, J., 2007. The development of a conceptual model of student satisfaction 
with their experience in higher education;  Gibson, A., 2010. Measuring business student satisfaction: a review and summary of the major predictors;  Molesworth, M., Scullion, R., Nixon, E., 2011. The marketisation of higher education and the student as 
customer;  Navarro, M.M., Iglesias, M.P., Torres, P.R., 2005. A new management element for universities: satisfaction 
with the offered courses; 
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 Rogers, J., Smith, M., 2011. Demonstrating genuine interest in students’ needs and progress: implications for 
student satisfaction with courses;  Sudharani, R., Kalpana, M., 2012. Students’ expectation, perception and satisfaction towards the management 
educational institutions. 
These three corpora were then analysed using AntConc (developed by Laurence Anthony), a corpus analysis toolkit 
for concordance and text analysis. Using this software, most frequent words were found for each corpora, and a text 
analysis related to collocations including keywords that were used most frequently, concordance plots and clusters 
was conducted. Main findings and what are they conveying are further detailed in the next section of this paper. 
5. Main findings and discussion 
Using as a starting point the analysis of most frequent words used in each corpora (referring to keywords related 
to higher education, marketing higher education or students’ satisfaction), the results obtained demonstrate an 
increasing interest in engaging with students and delivering to them higher quality in terms of educational services (as 
Shown in Table 1). 
Table 1: Most frequent words in each corpora 
Rank based on 
frequency Before 1990 Between 1990 and 2000 After 2000 
1 college (593) education (1591) education (1110) 
2 students (543) students (548) students (1035) 
3 education (510) economic (523) university (690) 
4 university (449) universities (478) quality (415) 
5 public (379) institutions (444) market (407) 
Source: Corpus analysis using AntConc 
Analysing which were the most frequent words in each corpora, a changing perspective on education and, 
especially, higher education is proven through pieces of evidence from different periods of time. More specifically, 
perceptions in higher education sector has moved from an emphasis on ‘public’ (in the before 1990 corpus this word 
is used on 379 occasions) to an emphasis on ‘market’ (in the after 2000 corpus this word is used on 407 occasions). 
On a deeper analysis, the keyword ‘public’ occurs only 127 times in the after 2000 corpus in phrases referring to 
‘public resources’, ‘public sector’ or ‘public policy’, while the keyword ‘market’ occurs only 86 time in the before 
1990 corpus in phrases referring to ‘labor market’, ‘market pricing’ or ‘market behaviour’. The following extract 
from the before 1990 corpus may be considered as proof of early steps in considering the market approach for tackling 
with HEIs’ issues.  
‘We believe that the market context in higher education whether universities compete, how they compete, and the 
consequences of that competition for university input, production, pricing and output decisions is interesting in its 
own right and important for understanding the cost and allocation issues that have concerned most researchers’ 
(Before 1990 corpus) 
As shown in this extract, at that point competition between universities was a question mark while a rather industrial 
approach to higher education and issues on financing higher education were dominant. Moving from competition as 
a major element of market philosophy towards economic theory, evaluating in what context is the word ‘economic’ 
used within the second corpus, major phrases found were: ‘economic system’, ‘economic growth’, ‘economic issue’ 
or ‘economic transformation’. These results show researchers shifting concern for integrating an economic perspective 
inside the educational field, integration that was later on deepened on various areas of the economic theory: in the 
after 2000 corpus the ‘economic’ word occurs only 86 times, while other economic areas related terms occur more 
frequently – e.g. ‘marketing’ occurs 251 times.  
In connection to the marketing philosophy stage of development in each of the three corpora, a cluster analysis was 
conducted and most frequently contexts to use this term were as shown in Figure 1. 
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Fig. 1. ‘Marketing’ clusters 
Source: Corpus analysis using AntConc 
Based on these text analysis result, an evolution of ‘marketing’ usage inside the educational setting may be outlined: 
in the first period of time considered, ‘marketing’ was used referring to marketing subject-related specific elements, 
marketing being on no occasion related to implementing marketing in the HEIs’ management. Furthermore, in the 
second period, first steps may be observed towards bringing marketing philosophy and instruments among 
management teams of higher education institutions, while in the last period a clear field of research is developed 
within marketing research that tackles with issues relation to universities or institutional marketing. 
One major component of the marketing philosophy relates to creating the premises of an excellent interaction with 
customers, customers that most frequently nowadays are identified as the students in the educational setting. In this 
perspective, clusters build around the keyword ‘student’ were identified and then interpreted (Figure 2). Major 
concerns related to students as displayed within papers published before 1990 demonstrate a dominant perspective 
over students as external constituents of HEIs, with concerns related rather to expenditures per student or student 
enrolment. In the subsequent period of time, based on most frequent phrases relative to students, a changing 
perspective may be observed as ‘student perceptions’ and ‘performance of the student’ are among the most frequent 
phrases, arguing that students are now the main customers of the educational services. The SAC perspective is 
becoming even more dominant in the after 2000 corpus, when among the most frequent phrases including ‘student’ 
relate to ‘student loyalty’ and measuring ‘student expectations’ or ‘satisfaction’, thus pointing to a larger scale usage 
of marketing philosophy within the educational field, especially in customer relationship building. 
In connection with treating students as customers of educational services, an analysis on the occurrence and usage 
of words ‘consumer’ and ‘customer’ was conducted. This area of research revealed an increasing number of hits along 
the three periods of time: in the before 1990 corpus, ‘consumer’ occurred 8 times, while ‘customer’ occurred only two 
times. For example, the term ‘consumer’ is mostly used in context related to financing issue, displaying the early 
stages of an economic perspective within the educational field: 
‘In his comment on this paper, George Constantinides raises questions about the basic assumption of Merton’s 
model that the university should, like a consumer, maximize a discounted sum of future utility. Universities are 
not, Constantinides notes, individuals. Instead they are more like business firms economic institutions which exist 
to serve individual needs’ (before 1990 corpus) 
An example of context where the term ‘customer’ is used relates to a negative perception on treating students as 
customers, seen as an extreme measure for problematic colleges, but envisioning future developments in the 
educational field:  
‘First principles: Ailing college treats students as customer, soon is thriving’ (before 1990 corpus) 
Before 1990 corpus
marketing departments
marketing courses
marketing techniques
advertising in marketing
aggresive marketing
basic marketing
Between 1990 and 2000 corpus
marketing education
marketing literature
marketing programs
services marketing
strategic marketing
professor of marketing
After 2000 corpus
marketing management
marketing strategies
marketing communications
education marketing
universities marketing
institutional marketing
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In the second reference period, the corpus includes the word ‘consumer’ 49 times, while the word ‘customer’ occurs 
119 times. Particularly relevant context for the usage of the two terms include: 
‘Service guarantees may actually be less prone to consumer abuse than goods guarantees because service 
providers often can monitor the coproduction actions of the consumer. For instance, we could use attendance and 
completion of homework assignments as indicators of student coproduction’ (between 1990 and 2000 corpus) 
‘Some high schools and colleges have offered prospective employers guarantees that their students have mastered 
certain skills (Armstrong and Smith 1991; Hart 1993; Magnuson 1996). These guarantees essentially treat the 
student as a product and not as a customer’ (between 1990 and 2000 corpus). 
 
 
Fig. 2: ‘Student’ clusters 
Source: Corpus analysis using AntConc 
These extracts indicate an increasing concern for how the university-student relationship is build and further enriched, 
but rather denying the SAC perspective on this relationship and rather perceiving the student as accountable for their 
learning outcomes as coproducing the educational services. On the other hand, pieces of this corpus also show an 
increasing interest for measuring students’ satisfaction connected to student-to-student interaction and educational 
services quality: 
‘It argues that students’ satisfaction or dissatisfaction with their experience of a university may be significantly 
influenced by their experience of other students, although they may be reluctant to comment on the behaviour of 
other students. Customer compatibility management supplements other approaches to quality improvement, such 
as TQM. Tutors and managers of the educational environment have always recognized that some features of 
student-to-student interaction need to be managed’ (between 1990 and 2000 corpus) 
‘The theoretical discussion of service quality includes a number of empirical works that support the relationship 
between quality, customer satisfaction and profitability (Anderson and Sullivan, 1993; Fornell, 1992; Rust and 
Zahorik, 1993). However, the few that have studied these relationships in the education sector have approached 
them using the expectancy/disconfirmation paradigm (Halstead et al., 1994; Ortinau and Anderson, 1986)’ 
(between 1990 and 2000 corpus) 
Dealing with the after 2000 corpus, the occurrence of ‘consumer’ for 321 times and of ‘customer’ for 199 times 
demonstrate an increasing interest in treating students as customers as part of the marketing philosophy inclusion 
within management of HEIs: 
‘Now, more than ever, higher education institutions have embraced the marketing concept and the idea of the 
student as consumer, the customer who is involved in the purchase of higher education programs and services’ 
(after 2000 corpus) 
Before 1990 corpus
student body
student demand
student support
student aid
student enrolment
expenditures per student
public student
expenses per student
top student
diverse student
Between 1990 and 2000 corpus
student enrollment
student satisfaction
student interaction
student perceptions
student-to-student
guaranteeing student
perspective on student
performance of the student
growing student
model of studnet
After 2000 corpus
student satisfaction
student choice
student as consumer
student body
student loyalty
business student
enabling student
measuring student
international student
university student
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If before 1990, major problems within the educational sector related to financing higher education, after 2000 major 
issues within the educational market referred to extensive competition within this sector due to expanding number of 
HEIs, increasing students mobility worldwide and decreasing public funding: 
‘Until recently government policy in the UK has encouraged an expansion of higher education to increase 
participation and with an express aim of creating a more educated workforce. This expansion has led to 
competition between higher education institutions, with students increasingly positioned as consumers and 
institutions working to improve the extent to which they meet consumer demands’ (after 2000 corpus) 
‘The issue here is the amount of competition between institutions for students, revenue and status. This in turn 
points to a number of market requirements: relative ease of market entry, with regulation being used to facilitate 
competition and provide basic consumer safeguards rather than to constrain competition that could threaten 
standards’ (after 2000 corpus) 
‘Students’ satisfaction should always be considered by the institutions due to intensive competition among 
institutions, internationalization spirit, higher expectation of customer towards higher education institution, an 
increase in the tuition fee, and the classification of education as a marketable service’ (after 2000 corpus) 
In the same reference period, the advantages of measuring students’ satisfaction are more visible and easily conveyed, 
arguing for the need of quality as a premise and monetary value as a consequence of students’ satisfaction with their 
experience within universities: 
‘The results are in line with (Bitner 1990, Sudharani et al, 2011) who found that service quality is an antecedent 
of customer satisfaction. Further, Veloutsou et al., (2004) found that students use quality as the prime criteria to 
select the institutes for admission and education’ (after 2000 corpus)  
‘Thus, a proper understanding of the antecedents and determinants of customer satisfaction can be seen as to have 
an extraordinarily high monetary value for service organization in a competitive environment’ (after 2000 corpus) 
Still, the detractors of a SAC model within higher education are rather active, arguing that even though market 
orientation has become common across educational settings, there is no direct link between this and treating students 
as educational services customers: 
‘However, it is far from clear that this is the typical mode of student being in the face of a market. On the contrary, 
it is plausible to argue that a consumer-like stance is likely to be engendered in a situation where higher education 
is freely available. There is no necessary association between markets and students-as-consumers’ (after 2000 
corpus) 
 
Fig. 3: ‘Satisfaction’ term usage 
Source: Corpus analysis using AntConc 
Since student satisfaction measurement is a major component of integrating marketing philosophy within the 
educational field, evaluating how the term ‘satisfaction’ is being used in each of the three corpora may create a 
perspective on how satisfaction connected with the educational field in each of the three reference periods. Therefore, 
before 1990, out of the 4 occasions that this word was used, only one created a context related to student satisfaction: 
‘student satisfaction impinges more immediately on the school’s budget constraint’, proving scepticism regarding how 
creating the premises for students’ satisfaction might have a positive impact on a school’s performance. Related to the 
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between 1990 and 2000 corpus, most of times that ‘satisfaction’ occurred within the corpus was in relation to 
‘students’ satisfaction’, ‘customer satisfaction’ or ‘guaranteeing students’ satisfaction’, validating the rising interest 
in integrating marketing practices in the educational field: 
‘We believe that our student satisfaction guarantee demonstrates the important educational gains to be achieved by 
treating students as customers, education as a service product, and applying the lessons of service marketing to the 
classroom’ (between 1990 and 2000 corpus) 
The after 2000 corpus abounds in different phrases including ‘satisfaction’, related most frequently with ‘satisfaction 
in higher education’, ‘student satisfaction’, and ‘overall satisfaction’, pointing to a step forward in evaluating and 
integrating results of students’ satisfaction in managing HEIs: means and instruments to achieve just that: 
‘The work herein developed shows how the teaching staff, the teaching methods and course administration are key 
elements to achieving student satisfaction and their subsequent loyalty’ (after 2000 corpus) 
While satisfaction within higher education has become a constant, a sine-qua-non condition for survival in the crowded 
educational market, most recent concerns in this field relate to how can students’ satisfaction evaluation is turned into 
visible positive results of higher education institutions and, even more important, how can the results of such 
evaluation could be integrated for maximum institutional results. 
6. Conclusions 
 Based on the analysis conducted within this research project, it can be argued that marketing higher education has 
just exited the early stages of development, moving toward further development in terms of expanding students and 
market interest for receiving high quality educational services that actually define a mature and accountable market. 
This research has showed that from a public good, education has rather become a private customer service, thus 
explaining the need for integrating a market orientation in the management of higher education institutions.  
 When referring to limits of the current research project, the following might be included: the convenience criteria 
used for including papers in the three corpora might lead to disregarding relevant papers in this field, as well as the 
rather small number of papers included in the analysis might generate distorted results for the general perspective of 
the reference periods of time. Future research directions should tackle with the issue of expanding the number and 
diversity of papers included in the analysis for a better understanding of the defining features of each reference period. 
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